Introduction
Social media plays an important role in the economic development, as it offers both organisations and customers' new ways to connect with each other. Companies began to embrace social media websites as a way to improve information sharing, communication, and collaboration by implementing many innovative and essential business practices (De Vries et al., 2012) . This includes adding social media to companies marketing and brand-building activities. Companies began to look for leverage into the "people's Internet" and to gain knowledge to pull the "likes", "shares" and "comments" for profit making (Chen et al., 2011) . Nowadays, it is common to see businesses launch themselves on 'Facebook' pages, 'Twitter' accounts, and 'YouTube' channels in an attempt to maintain significant amongst the competition and to create or strengthen links with customers (Weinberg et al., 2013) . They start by creating product pages upon which users are invited to join those product pages in order to 'follow' the products. Social media drives companies to work faster by creating and managing more interdependencies and operating in global markets (Abed et al., 2015ab) . As a result, social media offers companies a variety of ways to reach consumers by communicating with them and measuring their browsing and purchasing activities (Coulter & Roggeveen, 2012) . Accordingly, the development of social media has improved a new e-commerce model called social commerce. The term of social commerce is defined as a concept of Internet-based social media, which enables people to participate actively in the selling and marketing of different products and services in online marketplaces (Kim & Park, 2013) . This dynamic process helps consumers to get better information about different products and services provided by companies.
Saudi Arabia has witnessed the largest growth of diffusion of social media platforms, which is the strongest enabling factor to e-commerce adoption within the Kingdom (Youssef, 2012) . In contrast, Small-and Medium-sized Enterprises (SMEs) are critical to the economic performance and development of any country (Ghoshal, 2015) . SME's use of information technology-based systems and applications such as electronic commerce (e-commerce) is generally constrained by limited resources (Dwivedi & Sahu, 2014) . On the other hand, since social media tools are low-cost to obtain and operate and little requirement for technical expertise, there is increasing evidence that SMEs are becoming early adopters of social media by aiming to improve their ability to serve customers (Barnes et al., 2012) . Social media offers SMEs an opportunity to implement and/or promote e-commerce-based applications in a cost-effective manner. Accordingly, the development of social media has improved even further by introducing a new e-commerce model called social commerce. The term social commerce is defined as a concept of Internet-based social media, which enables people to participate actively in the selling and marketing of different products and services in online marketplaces (Kim & Park, 2013) . This dynamic process helps consumers to get better information about different products and services provided by companies (Abed et al., 2015c) . However, this emerging technology has generally been studied very little in developing countries generally and in the Middle East specifically. Existing research suggests that the implementation of e-commerce by SMEs in the Kingdom of Saudi Arabia (KSA) would improve their own financial health and contribute substantially to the growth of the Saudi national economy.
However, it appears there is a low rate of e-commerce adoption by Saudi SMEs (Dutta & Coury, 2002) .
Many studies have attempted to examine factors affecting technology adoption from the business point of view as well as the consumers' prospective in developing countries such as Saudi Arabia. For example, Alryalat et al. (2013) conducted an analysis of electronic government research from the perspective of developing countries. Besides, examined factors affecting intention and behaviour of mobile commerce adoption in the Indian context. Furthermore, Rana et al., (2015) extended the DeLone and McLean's information system model in order to examine the success of the online public grievance redressal system in the Indian context. Additionally, Kapoor et al. (2015a) investigated the role of innovation-attributes for examining consumer adoption of entertainmentrelated innovations in the Indian context. In the context of social media, Dwivedi et al. (2013) examined factors influencing user adoption of Web 2.0 applications. Moreover, Kapoor et al. (2015b) examined the metamorphosis of Indian electoral campaigns through social media.
Additionally, in the context of technology adoption by SMEs, Dwivedi and Sahu (2014) investigated the adoption of information and communication technology towards growth of small-and medium-sized enterprises by conducting a case study of Indian enterprises. Several efforts have been made for analysing existing knowledge in the context of Saudi Arabia; for instance, Weerakkody et al. (2013) examined the influence of intermediaries in facilitating e-government adoption in the context of Saudi Arabia. Similar studies are needed to explore factors responsible for the widespread adoption of social media and Web 2.0 applications, since social media and Web 2.0 tools, such as social network, blogs, wikis, podcasts, and information tagging are transforming people's lives. Furthermore, studies can help in formulating better strategies that may lead to an increase in customer usage of social media applications . Therefore, it is relevant to determine the elements of social media that SMEs are using to connect with consumers and its impact on consumers usage. This has been achieved by conducting a website content analysis of selected SMEs in Saudi Arabia. The remaining sections of the paper include a description of the content analysis of the websites; the presentation of the results; discussion; and Summary and conclusion.
Related work
Few studies have conducted a content analysis method to social media. Xiang and Gretzel (2010) examined the role of social media in an online travel information search. The study employed a content analysis method aiming to simulate a traveller's use of a search engine for travel planning.
The researchers used a set of predefined keywords in combination with nine United States. tourist destination names. The study confirmed the growing importance of social media in the online tourism domain. Agichtein et al. (2008) introduced a method for exploring high quality content on social media. The researchers focussed on Yahoo! Answers; it is a large community question/answering portal that provides a rich amount of varying types of content and social interactions. The study introduced a general classification framework for combining different sources of information that can be tuned automatically for quality definition. The study is able to present a system that separates high-quality information from the rest with an accuracy close to that of humans. Denecke and Nejdl (2009) examined a content analysis of health-related information provided in social media to get an overview on the medical content available. Particularly, the content of medical Question & Answer portals, reviews, weblogs, and Wikis is compared. The results indicated that there are considerable differences in the content of several healthrelated web resources. The knowledge on information content and content differences can be exploited by search engines to improve ranking, and to direct users to appropriate knowledge sources.
Social commerce research framework
There are several frameworks that can be used or expanded to outline and understand social commerce research. For example, Liang and Turban (2011) presented a framework that identifies two fundamental elements of social commerce that help us to understand the knowledge landscape of social commerce. These two elements are social media and commercial activities. In addition, Henderson and Venkatraman (1993) proposed the strategic alignment model (SAM) which is another possible framework.
This was created before the social commerce phenomenon but could be expanded to represent a research framework to examine social commerce from an organisation's perspective. SAM attributes difficulties with understanding value from information technology (IT) investments to the lack of association between IT strategies and the business prospective of organisations. Furthermore, Wang and Zhang (2012) 
Research question
The first step is to formulate the research questions and/or hypotheses.
McMillan (2000) stated that the real challenge for researchers who apply content analysis to the web is not to identify questions but to find a context for the identified research questions in existing theory. He suggests that researchers should build on an existing or emerging communication theory in defining their web-based research. The first two research questions that this research addresses are: What are the elements of social media that SMEs are using to connect with consumers? What is the impact of different social media elements that SMEs are using on consumers' usage?
These research questions are exploratory in nature as the purpose of this phase of the study is to examine the elements of social media that SMEs are using to connect with consumers and its impact on consumers' usage, rather than testing priori relationships among variables.
Sample of websites
The second step is to select a sample of websites. Due to the fast growth and change of the Internet as new websites keep appearing or being removed rapidly, the available directories are always unfinished. As a result, drawing a sample may be one of the most difficult aspects of website content analysis (McMillan, 2000) . There are two ways of defining a sample of websites: use an online list of websites with a related given category; or identify websites with related criteria for the purpose of the study (Mendo, 2007) . This research has used the online list of the top sixty inspiring and innovative entrepreneurs in Saudi Arabia identified by the Forbes Middle East magazine. McMillan (2000) found that most of the studies she examined had a sample size between fifty and five-hundred websites. Consequently, the sample size of the present study is considered within the range of similar previous studies, although it is at the lower end.
Units of analysis and coding of units
The unit of analysis is the segment of content on which data is counted, scored, and analysed and for which findings are reported (Neuendorf, 2002) . Defining the unit of analysis is a unique challenge on the World Wide Web as coding an entire site could be extremely time-consuming (McMillan, 2000) . However, as the given SMEs' websites sample of the present research are relatively small in size, it was decided to apply a more comprehensive approach by aiming to code web features that may not be included in the home page. This has been achieved by creating a coding sheet with different components and variables. A logical scientific approach to content analysis requires that all decisions on variables, their coding rules, and measurements must be made before data collection begins. The researchers started with a prior design of a coding system by a comprehensive written coding list. This list contained the variables (units of analysis) to be researched, and provided the researchers with a consistent framework for conducting the research.
Training coders, coding and checking reliability
The researcher worked as a coder. According to Holsti (1969) , training is necessary to make sure that the coder is relying on the same aspects of his/her experience in his/her decisions. Therefore, prior to the actual coding, the researcher conducted a pilot coding in order to refine and validate the coding scheme and also to ensure the model fit and by becoming familiar with the coding sheet. Five randomly-selected Saudi SME websites have been chosen and examined. While evaluating each website with the coding sheets, the following question was asked: 'Does this website contain any of the following features?' Accordingly, the coding variables have been adjusted. After the training and the pilot testing, the researcher analysed the selected list of website samples. The coding of each website took approximately 30 minutes.
Analysing and interpreting the data
McMillan (2000) suggests that the statistical tools used for data analysis will depend on the type of data collected by the researcher and on the research questions that are addressed. In addition, the researcher found that the web-based content analysis does not carry any new challenges in this step. As the present study is mostly exploratory in nature, it was decided to use descriptive statistics to analyse frequencies to determine the elements of social media that SMEs are using to connect with consumers. Table 1 shows the details of technology and social media tools and platforms used by selected SMEs. (Gribbins & King, 2004) . Table 2 shows the detail of the business strategies used by selected SMEs. Michaelidou et al. (2011) , SMEs that are currently using social media have indicated their intention to increase their marketing spending on this channel. Table 3 shows the detail of online information provided and shared by SMEs. To answer the second research question, the fourth component of the Imodel was investigated by the researcher who gathered data relating to consumers' online engagements with SMEs on social media websites. 
Discussion
It is important to highlight that this study did not aim to evaluate SMEs using social commerce in terms of completeness of online information provided; online business strategies; and technology and social media platforms used by SMEs. Instead, by gathering data in a very exploratory way, it showed the indications of social commerce trails and the delivering of a description of facts thereby aiming to contribute to a better understanding of this phenomenon. Developing a hypothetical or theoretical analysis would not be sufficient to provide explanations about possible inconsistencies of social commerce adoption without in-depth knowledge and setting the initial groundwork that will lead to future research. Consequently, the findings are presented in the following subsections according to the main content analysis.
Trustworthy businesses are using social media
The realisation of the remarkable potential of social commerce usage depends on consumer willingness to use the web for transacting personal business, such as gathering information or purchasing. However, there is substantial evidence that consumers perceive major risks and uncertainty in interacting with online businesses (Kim et al., 2008) . As a result, webbased vendors need to build trust with consumers to overcome uncertainty and risk. SMEs could achieve this by adding it to their online business strategies; for example, by providing a Social Customer Relationship Management (Social-CRM) strategy using social media services, technology, and the techniques to engage with customers in a collaborative conversation, in order to provide a trusted business environment (Malthouse et al., 2013) . From the investigated sample, to the creation of ratings, reviews, recommendations, online word of mouth, and user-generated content. When these messages spread between users, they enable consumers to get advice from each other, find goods and services, and purchase them. As a result, customers' trust to shop online will increase.
Online business strategies influence consumers' perceptions of the uncertainty
The web environment does not allow consumers to examine the product, or directly observe the vendor and look into the vendor's eyes. Humans have depended for ages on these assurance mechanisms. Accordingly, consumers find it difficult to evaluate if a web-based retailer will deliver on his or her promises or protect the privacy of personal information by not sharing it with the retailers. Furthermore, some consumers perceive that the web environment itself is not secure (Kim et al., 2008) .
Consumers fear the unauthorised access to their personal information by hackers; especially with the issue of the widespread media coverage about security, privacy, and fraud on the Internet. As a result of lack of trust, many consumers hesitate to get involved in the behaviours necessary for social commerce in online social media platforms, such as sharing personal information with online retailers and making purchases over the web. The lack of consumer trust in social commerce and in the overall web environment remains a barrier to electronic commerce. Accordingly, from the findings of the sixty SMEs examined, only fourteen businesses are using the five investigated social media platforms for their business with the aim of building consumers' online trust. In contrast, the other forty-six SMEs are still not making full use of the social media tools and techniques to share information and to reach consumers. Social commerce has expanded to include a range of social media tools including customer ratings, reviews, and word of mouth. This would allow people to post their opinions and research for products or services, which could drive sales upwards. Saudi SMEs are making very poor use of these messages; they are not taking the advantage of spreading these messages from user to user and enabling shoppers to get advice from each other. As a result, customers' trust to shop online is decreasing and perceptions of the uncertainty and risk are increasing.
Innovative businesses leads to innovative consumers
The findings indicate that the more the SMEs are innovative in using social media platforms, the more consumers will engage, comment, share, rate, review, recommend, and tag the business to others, which will lead to creating online word of mouth and user-generated content. The findings from the investigated sample (Table 4) and friends' tags they will achieve. 
Quality of online information affects consumers' adoption
One of the benefits of searching on the Web is to access a greater amount and a wider variety of information. However, users need to select the information that they want by reducing the huge amount of available information. As a result, information quality is the extent to which users believe that the information is useful, accurate, current, and good (Kim et al., 2008) . The SMEs that have used all five social media platforms were examined in this study from the information perspective. It has been realised that those SMEs that provide high quality information on their social media pages are the ones that attract consumer usage. This includes contact details such as website, physical address, e-mail address, customer service contact details; products and services information and pictures; as well as the companies' buy, return, and change policies. Companies also have posted some of their products' benefits to consumers; for instance, Chocolat stated on their social media pages:
Chocolate might be good for your brain! Dark chocolate contains flavanols and antioxidants, which seems to be good for long-term brain health. The information that businesses are providing on their social media platforms attracts consumers' attention and helps consumers to connect with those businesses. Consumers are able to search for their products and services, rate them, write a review about them, and recommend them to other users; these will generate profit to the businesses.
Summary and conclusion
Social commerce adoption by SMEs is becoming a required element of business success. It is no longer an option for SMEs to delay the involvement in social media tools and platforms. In fact, some SMEs are still not fully aware of the importance of social commerce adoption for their business success, or they may know the significance of social commerce but they are not moving to use the technology. Even though Social Commerce as a Business Tool in Saudi Arabia's SMEs SMEs in Saudi Arabia realise the significance of using the Internet to conduct business, they are still having difficulties to make the decision of whether to go online or not. SMEs need to consider both traditional and online strategies as all components work together to achieve the corporate goals.
Research Contribution
The current study makes a significant contribution by conducting a content analysis method to social commerce technologies, which is a novel modern technology. Furthermore, the study determined the elements of social media that SMEs are using to connect with consumers as well as its impact on consumer usage. Finally, the current study expanded the literature knowledge by focussing on a new cultural context (that is: Saudi Arabia).
Managerial implications
This study has important implications for organisations operating in the Saudi Arabian context, as it discovered that the indications of social commerce trailled by SMEs delivered a description of facts that aimed at contributing to a better understanding of this phenomenon. Hence, the implications for any organisation are as follows:
First, business managers should build online trust with consumers on the social media websites. SMEs could achieve this by adding it to their online business strategies. From the investigated sample, 12.9% of SMEs are trying to provide Social-CRM and aiming to build online trust.
Decision-makers should use social media services as a business strategy to engage with customers in a collaborative conversation, in order to provide a trusted business environment.
Second, the lack of online trust is building consumers' perceptions of the uncertainty. From the sixty SMEs examined, only fourteen businesses are using the five investigated social media platforms for their business. On the other hand, forty-six SMEs are still not making full use of the social media tools to reach consumers such as including customer ratings, reviews, and word of mouth, which could drive sales upwards. Saudi SMEs are making very poor use of these messages. As a result, customers' trust to shop online is decreasing and perceptions of the uncertainty and risk are increasing.
Third, business managers and decision-makers should create innovative ways to connect with consumers on social media websites. The results of the study indicated that innovative efforts from innovative SMEs are encouraging consumers to adopt social commerce technologies.
Finally, business managers should provide high quality information on their social media pages, as it has been realised that quality of online information affects consumers' adoption, and those SMEs that provide high quality information are the ones who attract consumer usage. As a result, business managers should provide contact details such as website, physical address, e-mail address, customer service contact details; products and services information and pictures; as well as the companies' buy, return, and change policies on their social media pages.
Limitations of the study and future research directions
This research is at an exploratory level, so the limitations of the exploratory research are applicable in the current study. In addition, the research was based on a sample of sixty SMEs. A larger sample could have been tested for a more conclusive research. Furthermore, this study focussed on businesses using social media platforms to connect with consumers (B2C); further studies should examine B2B social commerce 
